ABSTRAK

Penelitian ini bertujuan untuk meneliti pengaruh decision making style
konsumen online terhadap comparison shopping proneness dan kegunaan
comparison shopping tools. Sampel dari penelitian ini adalah mahasiswa dan
mahasiswi Universitas Kristen Maranatha fakultas ekonomi jurusan manajemen yang
pernah berbelanja online lebih dari satu kali. Data diperoleh dari kuesioner yang
disebarkan kepada 200 (dua ratus) responden, dengan metode pengambilan sampel
yang digunakan adalah purposive sampling. Analisis data yang digunakan yaitu path
analysis, dan sebelumnya dilakukan uji instrumen dan uji data. Pengoperasian data
digunakan dengan perangkat lunak SPSS.

Hasil penelitian menunjukkan bahwa comparison shopping proneness
berpengaruh terhadap kegunaan comparison shopping tools. Selain itu, hasil
penelitian ini juga menunjukkan bahwa decision making style konsumen online

berpengaruh terhadap comparison shopping proneness.

Kata kunci : decision making style, comparison shopping proneness, comparison

shopping tools



ABSTRACT

The research proposes to examine and analyze the influence of consumers’
online decision making style on comparison shopping proneness and perceived
usefulness of comparison shopping tools. Samples from this research are students of
Maranatha Christian University the faculty of economics management major who
have done online shopping more than one time . The data are taken through survey
of 200 respondents, by using purposive sampling as method. Path analysis method is
used as data analysis, instrument and data testing are done before it. SPSS software
is used as data operation.

Result of the research shows that comparison shopping proneness influences
their perceived usefulness of comparison shopping tools. Beside of that, result of this
research shows that comparison shopping proneness is determined by their online

decision making style.
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